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INFO VIEW

A Time for Reflection
After a busy year, it’s time to consider what
we’ve learned and how we can apply the lessons
of 2014 to the challenges we face.
BY KATE ARNOLD, SLA PRESIDENT

It’s almost the end of 2014 (and my
year as your president), so it’s time for
some reflection on what’s happened
this year. It’s been a significant year
for SLA, and I want to summarize what
we’ve achieved, what we’ve learned,
and what we will be doing in 2015.

What Happened in 2014
Here are the highlights of 2014:
Headquarters building sale. SLA’s
headquarters building in Alexandria,
Virginia, was listed for sale in January.
Several groups have toured the site
and expressed interest, but to date
there have been no offers. Cresa, our
realtor, told us at the outset that we
should expect this process to take
12-18 months; they also said that the
excellent, “show-ready” condition of
the building is a plus. Having visited
the building twice this year, I’d like to
thank the SLA staff for maintaining the
upkeep of the building.
While waiting for offers from prospective buyers, staff have been visiting
other office spaces in the Alexandria
area to identify potential new sites for
our headquarters operations. Staff have
also been able to lease some of the
vacant offices in our building to a firm
headquartered in the same complex.
The lease is structured so it can be
terminated on 30 days’ notice to avoid
deterring any potential buyers.
Member survey and Member
Preferences Task Force report. Our
first member survey since 2006 was
conducted in February, and the results
revealed that challenges for members

include smaller budgets, fewer staff,
and career stagnation. Current and
emerging trends identified by members mirrored the findings of last year’s
Financial Times-SLA study, The Evolving
Value of Information Management: lack
of awareness by management of information professionals and their value,
the mistaken belief that everything is
free on the Internet, and the closure of
libraries and information centers.
I set up a task force earlier this
year to look at the information elicited
from members through recent surveys and reports and to recommend
benefits and services that would meet
their needs. The task force identified
five areas needing attention: member
communications with headquarters
staff, the overall member experience (a
member experience toolkit was recommended), the provision of educational
offerings, the conference schedule (it
was compressed starting in 2013 and
may need adjustment), and advocacy
efforts.
Departure of Janice Lachance as CEO.
After leading the SLA staff for 11 years,
Janice Lachance is stepping down as
our chief executive officer at the end of
2014. I want to take this opportunity to
thank her for her years of service to SLA
and the information profession. She is
receiving the title of CEO Emeritus and
will continue to provide special advice
and counsel to SLA as it transitions to
new leadership and beyond.

What We Learned in 2014

tant, as is ensuring we communicate
effectively. We have used our Website
and specifically the SLA Blog to post
announcements and messages to
members about the association.
Transparency is equally important,
but we must understand and accept
that not all information or decisions can
be shared with everyone. There are
some aspects of SLA operations that are
confidential and must be kept private.
The issue of transparency has
been raised most forcefully in regard
to Janice’s departure. To add some
perspective to this transition, consider
that we’re one of at least three library
associations seeing a change of operational leadership in 2015. Both the
Medical Library Association (MLA) and
the Chartered Institute of Library and
Information Professionals (CILIP) are
currently recruiting chief executive officers.

What’s the Plan for 2015?
Earlier this year, I appointed a Transition
Committee to plan and prepare for new
operational leadership at SLA headquarters. An announcement about
leadership arrangements will be made
in early 2015.
Going forward in 2015, the three
priorities listed below will serve as the
pillars around which SLA’s services and
benefits will be delivered:
• The value of the information
professional;
• The value of SLA; and
• The value of the membership
experience.
I hope to see many of you in Baltimore
in January for our 2015 Leadership
Summer. In the meantime, best
wishes for a peaceful and joyous
holiday season. SLA

Engagement with members is impor-
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CEO STEPS DOWN · LEADERSHIP SUMMIT
Lachance Ending Term
as SLA CEO; Transition
Committee Exploring Options
After an 11-year tenure as chief executive of SLA, Janice Lachance is stepping
down from her position when her contract expires at the end of 2014.
Janice is receiving the title of CEO
Emeritus and will continue to provide
special advice and counsel to SLA as
it transitions to new leadership and
beyond. SLA Deputy Chief Executive
Officer Doug Newcomb and SLA Chief
Financial Officer Linda Broussard will
serve as co-acting chief executive officers until a new staff leader is appointed by the SLA Board of Directors.
“Janice has headed SLA during
a period of dynamic change within
the information profession,” said SLA
President Kate Arnold. “On behalf of
the board, I thank her for her years of
service to SLA.”
Janice’s departure was announced
on November 12. The next day, Kate
announced that she had formed a
Transition Committee earlier this year
to ensure “a smooth progression to new
operational leadership.” The members
of the committee are SLA Presidentelect Jill Strand, SLA Treasurer John
DiGilio, board members Tara Murray and
Debbie Schachter, and Bill Noorlander,
a member of SLA’s Finance Committee.
The committee’s charge is as follows:
• To prepare recommendations for the
board on transition and succession
planning for the executive officer;
• To prepare a plan for hiring a new
executive officer, including a recommendation on the charge for a Hiring
Task Force;
• To develop a draft compensation
and executive officer review policy;
and
• To develop a communications plan
in collaboration with SLA staff.
“The Transition Committee is cur-

4

rently reviewing and evaluating what the
best operational leadership scenario will
look like for the next 12-24 months,”
Kate wrote in a post to the SLA Blog.
“As we turn our attention to selecting a
new permanent leader for the association, we will reach out to engage SLA
members in that process.”

Denning to Present Opening
Keynote at Leadership Summit
Steven Denning, a popular speaker and
author on leadership, innovation, and
storytelling, will headline the SLA 2015
Leadership Summit, which will take
place January 21-23 in Baltimore.
Denning, who is perhaps best known
for his 2010 book The Leader’s Guide
to Radical Management, accepted
an invitation from SLA’s Leadership
and Management Division to deliver
the opening speech. The division also
arranged for the closing speaker, James
Calvin, associate professor at Johns
Hopkins University’s Carey School of
Business. Calvin is renowned for his
expertise in leadership development
and nonprofit organizations.
The Leadership Summit offers SLA
members and especially chapter, division, and other leaders a variety of
training and networking opportunities
and a chance to learn more about SLA’s
governance structure and processes.
The Summit will kick off Wednesday,
January 21, with an open Board of
Directors meeting in the morning, followed by committee and council meetings in the afternoon. An informal happy
hour and dine-arounds that evening will
allow attendees to get to know each
other better.
Denning will speak Thursday morning, after which Summit attendees will
participate in sessions that explore best
practices for SLA units, successful unit
events and activities, and membership
recruitment and retention strategies.
The afternoon will focus on the state
of the association—the SLA leadership

INFORMATION OUTLOOK V18 N06 NOVEMBER/DECEMBER 2014

transition, the SLA budget, and plans
for 2015.
Friday, January 23, will open with
SLA member Rebecca Jones leading an
interactive session on applying strategy
at the unit level. Later that morning,
Summit attendees will break into small
groups to discuss the tough questions
and challenges unit leaders face. After
the discussions, each group will share
their ideas on how to handle the challenges.
In addition to the open board meeting
on January 21, the Summit will offer
two opportunities for open discussion
about challenges facing SLA. There will
be a question-and-answer period after
the “state of the association” presentation on January 22, and the Chapter,
Division and Joint Cabinet meetings on
January 23 will provide opportunities
for those in leadership roles to bring
forward issues from their units.
To register for the Leadership Summit,
visit www.sla.org/attend/leadershipsummit-2015/.

VIP Status Available to
Conference Registrants
SLA members who register to attend the
2015 Annual Conference & INFO-EXPO
can upgrade their conference experience by purchasing a VIP package for
an additional $97.00.
The package includes a full conference pass as well as a VIP badge ribbon,
an invitation to a “meet-and-greet” with
keynote speaker Leigh Gallagher and a
copy of her 2013 book, The End of the
Suburbs: Where the American Dream
is Moving, a drink ticket for the INFOEXPO opening reception, a recording
of the SLA 2015 Virtual Conference
sessions, and reserved general session
seating.
The conference will be held June
14-16 in Boston. To learn more about
the conference or to register, visit www.
sla.org/attend/2015-annual-conference/.

INSIDE INFO

V I P

P A C K A G E S

Blog Series Expounds on
Essential Tasks for Info Pros
Taking their cue from the joint SLAFinancial Times study of the value
of information management in today’s
society, several SLA members have
written posts for the SLA Blog about
actions and behaviors that are essential
to success in the modern workplace.
The actions and behaviors are taken
from the study report, The Evolving
Value of Information Management,
which was published in October 2013.
The report, based on surveys of and
interviews with information professionals and senior information users, identified essential attributes for modern
information professionals and issued a
strong call to action through a list of 12
tasks. These tasks outline the actions
and success factors needed for info
pros to engage in a new way with clients
and constituencies.
SLA President Kate Arnold kicked
off the series with a post on October
31 confirming the report’s findings and
exhorting SLA members to share their
experiences and suggestions.
“My travels as SLA’s president over
the past several months have confirmed
to me the value of these attributes
and tasks,” she wrote. “I’ve found that
showing value, communicating with
users, and outgoogling Google are the
key challenges facing information professionals across the globe. The SLAFinancial Times report, besides being
an excellent read, provides a framework
for addressing these challenges.”
The series started in November and
ran through early December. It will start
again in mid-January 2015, prior to the
SLA Leadership Summit. Posts to date
have addressed the following tasks:

·

E S S E N T I A L

T A S K S

• Reducing the burden of stretched
resources (Liz Turner).
If you would like to write a post, please
contact Libby Trudell, chair of the SLA
Public Relations Advisory Council, at
ltrudell@netbox.com.

Twitter Chat Addresses
Interpersonal Skills
Which interpersonal skills do you think
are most important for information professionals to master? Why do you consider them important, and how would
you go about improving them?
These and similar questions formed
the basis for the latest #SLAtalk,
“People Who Need People—Honing
Your Interpersonal Skills,” which took
place on Twitter in December 9. Chat
participants addressed a multitude of
subjects, including networking, dispute resolution, influencing skills, selfpromotion, and non-verbal skills (e.g.,
body language).
The chats are held monthly and are
open to all information professionals.
Previous chats have covered topics
such as mobile technologies, alternative career paths, continuing education,
and proving the value of information
services.
To read the Storify summaries of previous #SLAtalk sessions, visit www.sla.
org/category/slatalk/. To participate in
future chats, follow @SLAhq. SLA

• Understanding the business (Leslie
Reynolds);
• Proactively creating solutions for
your organization (Nora Martin);
• Walking the floors (Tom Rink); and;
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BIG DATA · ONLINE PRIVACY · SHARED SERVICES
Companies Will Need
‘Translators’ to Help
Unleash Potential of Data
Businesses hoping to transform the data
they collect into insights and opportunities will need to recruit and cultivate
“translators” who can bridge different functions within an organization,
according to an article by consultants
at McKinsey & Company.
“Simply collecting big data does
not unleash its potential value,” write
Matt Ariker, Peter Breuer and Tim
McGuire in “How to Get the Most from
Big Data,” published on McKinsey’s
Website. “People must do that, especially people who understand how analytics can resolve business issues or
capture opportunities.”
Few organizations today believe they
have such people on staff, and the
authors acknowledge that one person
is unlikely to possess the skills needed
to analyze, distill, and clearly communicate information of the greatest
potential value.
“It’s more realistic to find translators
who possess two complementary sets of
skills, such as computer programming
and finance, statistics and marketing,
or psychology and economics,” the
article states. “In all but the rarest of
cases, you’ll need at least two translators to bridge each pair of functions—
one of whom is grounded in his or her
own function but has a good enough
understanding of the other function to
be able to communicate with a counterpart grounded there.”
The authors envision that these translators will help form a “value chain” that
will lead from collecting and analyzing data to developing requirements
for technical platforms to identifying
business opportunities to translating
these opportunities into action items
and messages.
“While companies don’t often think
about talent in terms of value chains,
the skill and capability links between
people are crucial for unlocking the
full value of advanced analytics,” they

write. “That’s because when this process works best, it’s a collaboration
rather than a straight ‘translation.’”
To learn more, visit www.mckinsey.
com.

Experts Skeptical on Future
of Online Privacy Protection
Notwithstanding growing public concerns about online privacy, most people
who work on and study the Internet
consider it unlikely that a system of
regulations and other privacy protections will be developed in the coming
decade, according to a study by the
Pew Research Center’s Internet and
American Life Project.
For the study, Pew asked thousands
of Internet technicians, researchers,
managers, policymakers, marketers,
and analysts for their thoughts on the
following topics:
Privacy-rights protection. Will policy
makers and technology innovators create a secure, popularly accepted, and
trusted privacy-rights infrastructure by
2025 that allows for business innovation and monetization while also offering individuals choices for protecting
their personal information in easy-touse formats?
Public perception. In 2025, do you
think the public will feel that policy
makers and corporations have struck
the right balance between personal
privacy, secure data, and compelling
content and apps that emerge from
consumer tracking and analytics?
Social context. How will public norms
about privacy be different in 2025 from
the way they are now?
Of the 2,500-plus respondents, some
55 percent said they do not believe
an accepted privacy-rights regime and
infrastructure will be created in the
coming decade, while 45 said one will.
Although many respondents answered
the survey anonymously, some identified themselves. Following are highlights of their responses:
“I do not think 10 years is long
enough for policy makers to change the

way they make policy to keep up with
the rate of technological progress. We
have never had ubiquitous surveillance
before, much less a form of ubiquitous surveillance that emerges primarily from voluntary (if market-obscured)
choices. Predicting how it shakes out
is just fantasy.” John Wilbanks, chief
commons officer for Sage Bionetworks
and keynote speaker at the SLA 2014
Annual Conference
“Lack of concern about privacy stems
from complacency, because most
people’s life experiences teach them
that revealing their private information
allows commercial (and public) organizations to make their lives easier (by
targeting their needs), whereas the detrimental cases tend to be very serious
but relatively rare.” Bob Briscoe, chief
researcher in networking and infrastructure for British Telecom
“Society’s definitions of ‘privacy’ and
‘freedom’ will have changed so much
by 2025 that today’s meanings will no
longer apply. Disagreements about the
evolving definitions will continue.” Nick
Arnett, business intelligence expert and
creator of Buzzmetrics
“We can be sure that privacy technology, like encryption, will continue
to improve in ease and power—but so
will privacy-penetrating technology. It is
an arms race today, and I do not see
that changing anytime soon. There will
always be smart and motivated people
on both sides.” Peter Suber, director of
a U.S.-based project working for open
access to research
“By 2025, many of the issues, behaviors, and information we consider to be
private today will not be so… Information
will be even more pervasive, even more
liquid, and portable. The digital private
sphere, as well as the digital public
sphere, will most likely completely overlap.” Homero Gil de Zuniga, director of
the Digital Media Research Program at
the University of Texas-Austin
“People will be increasingly more
Continued on page 23
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How Associations
Can Support Our
Profession
The informaTion profession is facing unprecedenTed challenges,
and The associaTions ThaT serve iT do noT lack for advice on how
They can help Their members respond.
BY STUART HALES

H

ow can associations
support the information profession? At this
point in time, that question might seem moot—after all, the
Special Libraries Association is 105
years old, and it is young by the information profession’s standards. The
American Library Association, the
Medical Library Association, and the
American Association of Law Libraries
have been serving the profession even
longer, since 1876, 1898, and 1906,
respectively. Surely these four associations, with nearly 470 years of combined experience, have learned a thing
or two about supporting the information
profession.
And yet, in some respects, the question seems more timely than ever. The
information profession in 2014 is facing
challenges unlike any that its asso-

ciations have ever had to help their
members overcome: (1) widespread
consumer access to information; (2) a
global economy that has exerted downward pressure on prices and profits and
made it more difficult to justify expenditures on functions that do not generate
revenue; (3) the proliferation of social
media, which have created new opportunities for information professionals to
network with others in their field; and
(4) third-party online educational programs, which cost less to attend than
the onsite workshops and conferences
long offered by associations.
To some extent, associations have
been able to lessen the impact of these
challenges by co-opting them. SLA, for
example, hosts online certificate courses in copyright management and knowledge management/knowledge services,
a virtual conference that reprises some

STUART HALES is senior writer/editor at SLA and editor of
Information Outlook.

of the most popular sessions from its
onsite conference, discussion lists for
its chapters and divisions, and communities on Twitter, LnkedIn, Facebook,
and other social media. SLA also has
developed several resources to help its
members communicate and demonstrate their strategic value, most notably
a 2013 report, The Evolving Value of
Information Management, published in
conjunction with the Financial Times.
Notwithstanding these and other
efforts, the information profession’s
associations, like associations in other
industries, are struggling to prove their
relevance to practitioners in the field.
Their struggles have prompted business and management consultants,
academicians, think tank researchers,
and association members themselves to
propose solutions. For example, futurist Jim Carroll, in an interview with
The Membership Management Report
(Wolfe 2013), said that associations
must do three things to support their
members:
• Conduct small, issue-focused events
during the year. “We still need to
do the annual events—for a lot of
associations, that’s their bread and
butter—but you also have to fill a

8
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smaller, more strategic role.”
• Help members manage technology.
“I should be able to look to my professional association or chamber of
commerce to help me deal with …
new technology.”
• Question your purpose. “I go to a
lot of association events, and they’re
just doing the usual. Are you really
thinking through the strategic purpose of your events?”
Looking ahead, Carroll says associations must focus on providing what he
calls “just-in-time knowledge” to their
members. Just-in-time knowledge is,
he says, “the right knowledge at the
right time for the right purpose for the
right strategy, all revolving around the
fact that the knowledge is instant, fast
and transitory.” (Weeks 2011)
Some association strategists say
bigger, broader changes are needed.
Rebecca Rolfes, an association consultant and founder of a content marketing
group, advocates for an “open-source
association” that emphasizes collaboration and flexibility.
“Associations have always invited
co-creation, with committees of volunteers working on standards, credentials,
and so forth,” she noted in an article
that asked three “association thinkers”
to envision the future of associations
(Junker 2010). “In an open-source
association, developer groups would
have access to online collaboration tools
where they could gather all that input,
come up with ideas, and then put them
out for the community of members to
test and determine their value. You take
the volunteer infrastructure you use
now but expand it to the full industry
or professional ecosystem—vendors,
customers, suppliers, the labor force,
and so forth.”
Others, meanwhile, say the answer
lies in rethinking what associations are
all about. In the view of Mark Golden,
an association executive, associations
are not about members but about volunteerism in support of a mission.
“The defining characteristic of our
organizations is that we are volunteerbased,” he said in a speech to fellow

association executives (Golden 2013).
“We play upon an idea of affiliation
that has something more to it than an
opportunity for mercantile transactions.
Membership is a means to an end, not
an end in and of itself. We have membership because it is a way to marshal
the economic and intellectual capital
necessary to achieve the mission.”
Too often, Golden says, associations
define their success by membership
metrics, which are actually sales metrics. “What is needed,” he said, “is
to get our heads out of membership
models and back into a focus on mission first. What, specifically, does our
organization exist to accomplish? Then
and only then, ask: What role, if any,
could membership play in achieving
the mission?
“What will work for each of us,” he
concluded, “will be reached by clarifying a compelling enough case for our
existence to attract enough people willing to pay into it for the good of the
cause, in order to keep us going.”
This issue of Information Outlook
builds on these arguments by offering
three additional insights into how associations can support our profession.
Consultants Glenn Tecker and Donna
French Dunn assert that association
leaders must better understand their
members and especially the workplace
challenges they face if they are to

make the association more valuable
and relevant. Sarah Sladek, an author
and chief executive of a nonprofit organization, says that associations must
change their membership value proposition so they can appeal to the millions
of Generation Y men and women who
are entering the workforce. A third view
is offered by James Kane, who partnered with SLA to produce a 150-page
guide to promoting loyalty among members. Kane was the closing speaker
at the SLA 2011 Annual Conference,
and prior to the conference, he was
interviewed in Information Outlook. His
March 2011 interview is republished
here in its entirety.
RESOURCES
Golden, Mark. 2013. The Future of
Membership? Presentation to the Association
Chief Executives Symposium, November 6.
Junker, Lisa. 2010. Visions for the Future
of Associations. Associations Now, January.
Washington, D.C.: American Society of
Association Executives.
Weeks, Linton. 2011. Time for Associations to
Trade In Their Past? Transcript of broadcast
on National Public Radio, May 25.
Wolfe, Dawn. 2013. How Associations Can
Keep Up with Change, Change … and More
Change. The Membership Management
Report, 9(12). SLA
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HOW ASSOCIATIONS CAN SUPPORT OUR PROFESSION

Ask Members What
They Do, Not What
They Need
associaTion leaders should sTrive To learn whaT Their members
do and how They see Their world. These pieces of informaTion will
help leaders develop valuable programs and services.
BY GLENN TECKER AND DONNA FRENCH DUNN, MS, MSM

P

rofessional associations were
formed to solve problems
and provide professional
support, typically in the form
of programs and services, for members of a given industry. Given that
the nature of programs will necessarily
evolve with the times, how do associations know which programs are, and will
be, valued by their members?
Generally, the answer would be “ask
the members.”
We say “generally” because we find
that when you ask current or prospective members what they like or need,
they will tell you what they think they

should say. However, if you ask them
to describe what they actually do, their
behavior will provide insights into their
real preferences. If you ask current or
prospective members to describe their
world, they will give you insights into
what’s important that will enable you to
determine how you can best help them
succeed.
Understanding the pain points of
members is essential to offering programs and services that provide real
benefit and value. The more leaders
understand the world of their members—who they are and what they
do—the more value the association can

provide and the more valuable the association will be to the members.
Why is this so important today? A bit
of history is in order.
The world of membership organizations has changed over the past decade.
In the 1990s, most associations were
financially sound and viewed the world
through economic rose-tinted glasses.
Organizational strategy was based on
long-term vision. Association leaders
described what would constitute a state
of success and glory and talked about
how they could get there over time.
Then, along came the 21st century.
Economies were not so robust. Anxiety

GLENN TECKER is chairman and co-CEO of Tecker International, LLC, a global consulting
practice. He is the co-author of three books, co-designer of a curriculum for training the boards
of organizations, editor of an education handbook for executives of non-profit organizations, and
author of Merit, Measurement and Money, a book on staff evaluation, incentives and compensation. He has been a board member for both non-profit and for-profit corporations. He can be
reached at gtecker@tecker.com.

DONNA FRENCH DUNN is a senior consultant with Tecker International. She spent 14 years as
a CEO of four associations; prior to that, she was an association executive in the areas of communication and membership. She is recognized as a leading resource in the areas of organizational
assessment and organizational change. She served on the board of directors of the American
Society of Association Executives (ASAE) for three years and chaired ASAE’s executive management section council.
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infiltrated the mood of society and of
our organizations. Associations’ strategies, and what they provided their
members, moved away from long-term
visions to being driven by immediate
needs. Associations began providing
their members with solutions to current
problems. When done well, this earned
them a reputation for providing value.
Today, both society and our association community are more mature. The
current generation of association leaders has lived through both positive economic conditions and the challenges
of the past 10 years. Organizational
strategy must now be a more balanced
blend—associations must provide practical solutions to today’s opportunities
and challenges, but within the context
of an envisioned future that describes
bigger things they are working toward
over time. This combination of current
solutions and future focus is what leads
to value for members.
So, two sets of questions now drive
the effort to define value:
1. From the need side, who are your
current and prospective members,
and what are their needs? Given
those needs, what should you do?
2. From the vision side, what are you
trying to accomplish, and what kind
of work will be required? Given what
has to be done, who needs to be
involved?

Understanding the
Member Experience
Good strategy today is about balancing
the near and longer terms in a way that
matters to mission and members. It
requires discerning the true needs of
the association’s members.
This requirement creates two obligations for leaders and their organizations,
both related to the exchange of information. The first obligation is to ensure
that there is access to a stream of
information from members that allows
leaders to understand their view of the
world. It is essential that leaders not pay
attention to what they believe members
should think, but what, in fact, members do think.

Paradoxically, this becomes especially important when they are wrong. One
of the dirty little secrets of association
leadership is that a large number of our
members have very little awareness of
what they really need from their association, but very strong opinions about
what they want.
So, here’s the conundrum: leaders
need to find out their members’ view
of the world, unfettered by their own
biases or atypical experiences. It helps
to recognize that boards are often the
worst source of insight into the typical member’s experience, followed by
senior staff and then by chapter and
committee leadership. Why? All of
these groups are involved in the work
of the association. This is a level of
engagement that gives them access to
a stream of information that is broader,
deeper and more frequently replenished than the stream of information the
vast majority of our current and future
members have.
Leaders’ views of the world are going
to be different than those of average
members—not necessarily smarter or
dumber, or better or worse, but different. This means that leaders have to
learn to gather information from members, prospective members and other
stakeholders that will enable them to
better understand what the members
are experiencing, as opposed to soliciting from them possibly uninformed,
under-informed or misinformed opinions about what they should do.
Leaders shouldn’t ask members to
complete a report card that grades what
they are doing, because members may
not know what their leaders are doing
(or, of greater concern, the important
stuff may not be on report card). They
shouldn’t ask members for their opinions about what leaders should do,
as members may not know enough to
give good counsel. They shouldn’t ask
members how they want leaders to
educate, inform, or communicate with
them, because experience shows that
members will say what they think they
should say.
So, what should association leaders
ask? How can they obtain information

from members that will clearly inform
decisions and lead to value-driven services?
They should ask, What are the two
or three most important challenges or
opportunities you expect to face in the
next year or two? Instead of asking, Is
there a problem you are having with
which you are not getting any useful
help? they should ask, If there were a
program or service that you would take
advantage of no matter what—assuming
a reasonable cost—what would it be?
It is not helpful to ask, What kinds of
seminars or Webinars would you prefer? Instead, ask, Can you give me an
example of a learning opportunity you
recently participated in that you thought
was dynamite? What made it so good?
Or ask, Can you give me an example
of an education program you recently
attended that you thought was terrible?
What made it so bad?
When asked, How should we keep
you informed? the response from a
member will generally be the method
the individual thinks is appropriate.
Instead, ask this question: Tell me
something you recently found out about
that was very useful or important to you.
Where did you find that information?
Why do you go there as a source?

Hitting the Sweet Spot
By understanding what their members
see happening in their world—how
they behave in it and what influences
that behavior—leaders can use their
greater familiarity with the capacity and
strategic context of the association to
determine what it can do that would
make a meaningful difference. They
should blend into that judgment their
vision of the desired future, so they can
position their actions as an investment
in the future. They must then tell their
members and other stakeholders not
just what they decided, but also why.
Association leaders should always
explain their rationale in terms of the
value or benefit they are seeking to provide to their members or mission. How
will their decision make their members’
Continued on page 21
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‘Focus on the
Things that Matter
to Members’
an experT on building loyalTy says ThaT associaTions
musT puT Their members’ inTeresTs ahead of Their own.
AN INTERVIEW WITH JAMES KANE
BY STUART HALES

Note: this interview was originally published in the March 2011 issue of
Information Outlook.

C

onventional wisdom holds
that it costs much less
money to retain an existing
customer or member than
to acquire a new one. But if money isn’t
the issue, why are some organizations
better able to retain customers or members than other organizations? What’s
the recipe for the “glue” that binds
people to certain brands, companies
and associations?
James Kane thinks he knows the
answer: building loyalty. He calls loyalty
“a classic human emotion,” but says it
really goes much deeper than that—it’s
“part of our human nature, embedded
in our DNA, and responds when we
recognize very specific behaviors in others.” These behaviors, he claims, are
the key to nurturing loyalty among customers and members, so it’s essential
to learn and demonstrate them.
Information Outlook asked Kane to
share some of his thoughts about building loyalty.
12

Q: How did you get interested in the
subject of loyalty, to the point where
you decided to make a career of it?
My interest had always been in how
communities work, what holds them
together, and how human relationships
work. While there are a lot of things I’ve
done that kind of pointed me in that
direction, it was actually my father who
got me interested in loyalty. He was a
podiatrist in a small town and had a
two-room office, with no staff and no
nurse. He was right out of a Norman
Rockwell painting.
My father had these incredible relationships with his patients—they loved
him and couldn’t be more loyal to
him. He didn’t have state-of-the-art
equipment; he didn’t keep up with
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cutting-edge medical procedures and
techniques; he had no office support at
all. On the surface, these are all things
we think people want from their doctors. We want them to be competent
and have all the latest technologies. My
father was low-tech but very focused on
his patients, and they were very loyal
to him.
This made me start thinking about
the way relationships get built and the
way businesses truly get built. What my
father had was this incredible ability to
make each of his patients feel very special and important. He knew who they
were—their families, their friends, their
kids. He knew about celebrations and
tragedies in their lives and understood
what was really important to them. And

STUART HALES is publications editor at sla and editor of
Information Outlook.
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So the key to loyalty is not to think
of it as a manipulative process, but to
understand that SLA will become a better organization when it starts to focus
even more on the things that matter
to its members, the things they really
care about, the things that make their
lives better and easier. And when SLA
starts focusing more on those things,
its members will become loyal. It’s not
because SLA is trying to change its
members’ behavior, but because it’s
trying to change its own behavior.

he knew we don’t need the very best of
everything when someone just makes
us feel important and valuable.
His life and practice taught me, at a
very early age, that relationships aren’t
built on competency. They aren’t the
result of our resumé or where we went
to school or how many awards we’ve
won. Strong and loyal relationships
come from something much more fundamental. Putting science behind what
I learned from my dad is what’s really
interesting to me, and helping others
develop the same kind of relationships
in their own organizations is what I like
to do.
Q: Your Website underscores the
emphasis on science—it mentions
anthropology and behavioral psychology
and says that loyalty is embedded in
our DNA. What does science have to do
with loyalty? Isn’t loyalty just an emotion or feeling?
Yes, it is an emotion, but that’s what
makes it a science. All emotions have
some fundamental basis in science
and neurology—that’s where emotions
come from.
Unfortunately, the word loyalty has
been hijacked by so many groups that
most people have no idea what it really
is. Religions have forever identified it
as kind of a moral principle; poets in
the Middle Ages wrote about it as a
virtue; hotels and airlines describe it
as a rewards program; and businesses
and organizations view it as a form of
retention.
What’s common to many of these
examples is that people have tried to
look at loyalty as kind of a manipulative
process. Their attitude is, Can I make
people loyal to me in order to benefit
my life? But that’s not loyalty in the true
sense.
Loyalty is a real human emotion, so
there is a neurological function behind
it and there are specific stimuli that our
brains respond to that cause us to feel a
certain way toward something or someone. But there’s also an evolutionary
explanation behind why loyalty exists
in humans. It serves a purpose, just
as love and hate and fear and disgust

serve purposes.
Let’s be honest—it can be an incredibly powerful and useful thing, in both
our personal and professional lives, to
have people become loyal to us. But my
focus in helping organizations has less
to do with how to manipulate people
and more to do with understanding
what makes someone loyal.
For example, it would be tempting
for SLA to think about loyalty in terms
of how the association can benefit from
creating loyal members—for example,
can we charge more for dues, or can
we get more volunteers? Those are
great outcomes for SLA, but the reason members might be loyal is not
because of some manipulative process.
It’s because SLA has stimulated something inside those members’ brains
that essentially tells them that being
involved in SLA makes their lives easier
and better.
Loyalty became embedded in our
DNA because it narrows our choices
so that we don’t have to spend a lot of
brainpower making decisions. To put
it in practical terms, if I can spend my
money in a lot of different ways, why
would I spend it on SLA? Loyalty limits
my choices because I trust SLA and
trust the relationship I have with them.
It also means I feel a sense of belonging—I feel connected to SLA, and SLA
makes me feel good about myself.

Q: But if I join SLA, I might do it
because I’ve heard they have good
professional education programs and
a good conference, or because I know
other librarians who are SLA members
and I want to be one, too. I’m not thinking about loyalty when I make this decision. A few years later, when I become
membership chair for my SLA chapter
or division, I’ll try to recruit new members based on those same benefits that
attracted me in the first place. Again,
loyalty doesn’t enter into the picture.
You’ve touched on a core problem that
exists not just within associations, but
also within businesses and even in
individuals. We think we’re addressing
the needs of members or customers
without realizing that what they really
want goes well beyond resources and
good service.
For example, if I asked you why you’re
a member of SLA, the answer you just
gave and the reasons you just mentioned are precisely the things I would
expect you to say. But the fact that SLA
does all of those things doesn’t make
you feel any indebtedness or loyalty
to them. It’s simply a transaction—it’s
what you pay them to do. What they did
for you was what you paid them to do
when you became a member. So you
have no reason to be an advocate for
them or volunteer your time, because
all of the things you described are part
of an understood contract.
The problem is that if all we’re going
to do is meet people’s expectations
and conduct transactions, that’s simply
where it ends. If you think of the interactions you have in your life, both with

INFORMATION OUTLOOK V18 N06 NOVEMBER/DECEMBER 2014

13

HOW ASSOCIATIONS CAN SUPPORT OUR PROFESSION

organizations and with other people,
as long as they do what you ask them
to do, you’re square. They owe you
nothing, and you owe them nothing.
But think of the people you’re loyal to,
people who aren’t just doing what you
ask them to do. These are people who
understand who you are, who have
some insight into your life and the challenges you face.
SLA members rarely think of SLA;
it isn’t a huge part of their lives. They
have other things—jobs, families, and
so on. So SLA simply becomes an
appointment to them. But what if SLA
were so important to them that they felt
they couldn’t live without it, couldn’t do
their job as well without it, couldn’t create opportunities for the future without
it? That’s where most organizations
fall short. All they do is simply meet
the basic needs of their members or
customers, and that just isn’t enough
these days.
I think what tends to happen with
many professional associations is that a
lot of people become isolated. They’ve
paid their dues and they’re just hanging
out there and nobody’s noticing them,
and they feel it. So what they give back
is the same as what they feel they got.
They paid their dues and feel they got
what they expected.
When you only meet the minimum
criteria, and then the game changes—
you need more money or more volunteers—you’re surprised and shocked
that these people aren’t there for you.
But they don’t feel indebted to you,
because everything you did for them
was part of the contract. You didn’t do
anything more than what they paid you
to do. That’s really the key to developing
a loyal relationship.
Now, you can’t make everyone loyal—
it takes too much time and energy to do
it. You have to know which relationships
are key to expanding your membership
base or creating stronger advocacy
programs or whatever else you want
to do. If you know you don’t have the
resources to make everyone loyal, you
have to ask yourself which relationships
you should focus on, and whether they
can make others loyal.
14

Q: Relationships with good friends
are built over time. They don’t happen
overnight. What kind of time investment
is an organization like SLA looking at
before the rewards of loyalty start to
pay off? And where’s the best place
to build those relationships—in the
national office, or in local chapters?
I remember once asking a guy how long
it would take to learn to play the guitar,
and he asked, How long do you want to
spend on it? That’s probably true in this
case as well.
When I think of organizations I’ve
worked with in the past, some had a
culture that embraced loyalty immediately; with some others, after I’d spent
about 15 minutes with them, I could
tell it wasn’t going to work. What they
wanted was some magic, some pixie
dust to be tossed onto their customers
that would make them do whatever the
company said. They didn’t want to build
loyal relationships—they just wanted to
reap the benefits of them.
In cases where organizations really
care about their customers and workers, the time frame is fairly short. And
that’s the thinking behind the project
I’m going to lead with SLA. The proposal
I gave to SLA was specifically a pilot,
and I did that for a reason. It was to say,
rather than roll this out across the entire
organization and have it come from a
consultant, it has to come from within
the organization, and the organization
as a whole has to embrace it.
If I take one chapter and spend six
months or a year with that chapter, a
couple of things will happen. First, the
group is small enough to be manageable, so it will be easier to begin understanding which practices will work with
SLA members. I can tell the chapter
officers about the fundamental building blocks of loyalty, but the way those
building blocks are expressed to the
individual members is something we’ll
have to work on together, and the local
chapter will have to do some experimenting. That will allow the chapter to
try some things on a smaller scale and
then present those findings to other
chapters and the membership as a
whole.
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Over time, this will become a cultural
process, so every unit within SLA will
begin asking, What are we doing with
our members? How are we interacting
with them that will cause them to feel
loyal toward us? What can we do so they
feel they’re receiving more value from
us than just the contractual promises
they paid us to provide?
That, ultimately, is what is going to
happen. And the benefits are truly for
the members. The members are going
to feel better about their relationships
with SLA, and feel that their lives are
better for it. So that’s the main focus.
This is another outcome that will
benefit SLA as a whole. If you have
a large population of loyal members,
those people will be more engaged,
they will be advocates for more members, they will volunteer for more events
and activities, they will be more likely
to assume leadership positions, and
they will be more willing to pay higher
dues if the financial need arises. So
there are benefits on both sides, but
the key is that we’re not starting from
the organizational side, which is what
hotels and airlines do. They think, How
can we make people loyal to us so we
can benefit as an organization first? The
point of this pilot project is to improve
the relationships that members have
with the organization so they feel there’s
more value for them.
In my mind, there are certain things
we can do—and that we will do—to
measure the success of this pilot. There
are some obvious things, like membership retention and participation levels
in activities. More importantly, however,
we’re going to measure the relationships of the members with the chapter
at the beginning of the pilot and at the
end. I’m confident we’re going to find
that, at all levels, those relationships are
stronger and more positive, and people
are feeling more loyal to SLA. And that
chapter is then going to have a whole
series of practices they can share with
other chapters to build upon. And SLA
will be culturally much different than it
is today.

HOW ASSOCIATIONS CAN SUPPORT OUR PROFESSION

Q: I sense from some of your comments
that you’re not a fan of hotel and airlines loyalty programs.
They’re hostage programs, not loyalty programs. They bribe you to buy
into them, and they hold you hostage
because you can’t go anywhere else
and keep the benefits you’ve earned.
There’s a story I like to tell about
these programs. I flew 176,000 miles
on a certain U.S. airline, and I hate that
airline. I tell everyone I hate it. But I’m a
captive—I can’t go anywhere else now,
because I’d have to start all over. So the
way I pay this airline back is to fly all
over the world and tell everyone not to
fly them. How good is that for them?
Q: You’re the closing keynote speaker
at SLA 2011. If you’re the opening act,
you have the opportunity to be the main
topic of discussion among attendees for
the next three days; if you’re the closing
speaker, your words will be on people’s
minds as they leave and go back home.
Which do you prefer—to be the opening
speaker or the closing speaker?
It normally wouldn’t matter to me, but
it’s kind of interesting in this case, and
also ironic. Thomas Friedman will be
delivering the opening keynote, and his
work focuses on the future—where we
might be heading, and what might happen when we get there. All of the work
he’s done and the books he has written
have been about that.
My work is mostly about the past. We
have this human emotion that’s been
evolving for thousands of years, and
it’s more powerful than maybe anything
else people can feel. So I thought it was
ironic that he’ll be opening by talking
about what skills we’ll need to compete
in the future, and I’ll close by talking
about an emotion that has served us
well for the past 100,000 years and will
continue to do so in the foreseeable
future. SLA

BUILDING LOYALTY: THE SLA EXPERIENCE
In January 2010, James Kane delivered an inspiring speech at the SLA
Leadership Summit on how special
librarians and information specialists
must continually demonstrate their
value and build stronger and more
loyal relationships with colleagues
within and outside their organizations. Drawing on more than 40 years
of Harvard University research, Jim
made the case that human beings
have a fundamental need to be loyal
and actively seek out specific clues
from others that tell them when they
can and should be loyal. When organizations and individuals demonstrate
loyalty-building behaviors, they can
develop relationships that will last a
lifetime and result in unwavering and
unlimited support.
The positive response to Kane’s
presentation encouraged the SLA
Board of Directors to pursue a contract with him for a Loyalty Project.
In March 2011, a call was issued to
encourage SLA chapters to apply for
the opportunity to work closely with
Jim to “deep dive” into the practical
side of building loyalty. These chapters would then teach the lessons
they learned to the broader
SLA membership.
At the 2011 Annual Conference,
Jim announced that he had
selected six chapters—the Florida
& Caribbean, Minnesota, Rocky
Mountain, Southern California,
Washington, D.C., and Maryland
(the D.C. and Maryland Chapters
combined their efforts)—for a pilot
project. He also revealed the results
of a loyalty survey he had conducted,
which showed that only 6 percent of
SLA members considered themselves
loyal to the association. (A similar
share considered themselves antagonistic, while the vast majority had a
“transactional” or “predisposed”
relationship with SLA.)

“In general, the vast majority of
members are highly trusting of SLA’s
competency (expertise, experience,
knowledge, etc.), its character (honesty, ethics, transparency, fairness,
etc.), its consistency (reliability,
proficiency, standards, etc.), and its
capacity (resources, accessibility,
influence, etc.),” the survey report
stated. “Most negative and neutral
feelings between members and SLA
stem from a diminished sense of
belonging and a lack of connectivity
between members and the organization. This would suggest that while
SLA has been extremely effective
in its leadership and the products,
services, and resources it offers, its
greater challenge is creating an even
stronger sense of community, especially when it comes to inclusion.”
Soon after the conference, the six
chapters began working with Jim.
Each chapter focused on building
loyalty with a different set of stakeholders:
•
•
•
•
•

Members;
Leaders;
Remote members;
Sponsors; and
Communities.

At the 2012 SLA Leadership
Summit, the participating chapters
presented a report on their efforts to
date. They delivered another progress report at the 2012 SLA Annual
Conference.
In January 2014, the project
culminated in the publication of a
150-page Loyalty Toolkit. The toolkit
explains the three principles of loyalty
(a sense of belonging, purpose, and
trust), then applies these principles
to the five stakeholder types. Both
the toolkit and a companion Webinar
can be accessed by visiting
http://loyalty.sla.org.
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Adopt a New
Value Proposition
generaTion y is coming of age, and Their values—and aTTiTudes
Toward joining associaTions—are noTiceably differenT from
Those of Their parenTs and grandparenTs.
BY SARAH L. SLADEK

H

arley-Davidson is a true
American icon, with real
brand cachet. For a particular breed of leatherwearing motorcycle enthusiasts, there is
simply nothing on par with a Harley.
The motorcycle company was founded in 1901, but it wasn’t until the Baby
Boomers (born during 1946-1964)
came of age that sales skyrocketed.
Boomers embraced Harleys as totems
of rebellion in the 1960s and 1970s and
continued to drive the firm’s growth in
the ensuing decades.
Youth. It’s why Harley thrived during
the Boomers’ heyday in the 1960s and
1970s, why Nike became the go-to
sportswear brand with Gen Xers (19651981) in the 1980s and 1990s, and
why Apple is popular with the Gen Y
(1982-1995) cohort.
Today, Harley is making headlines

again, but for the opposite reason—
motorcycle sales are declining, dropping as much as 30 percent over the
past six years. As one Forbes columnist
wrote, “Harley will never get its old
mojo back for one critical reason that is
completely outside of its control: demographics.”
Harley Davidson’s brand and sales
depend disproportionately—almost
exclusively, in fact—on middle-aged
Caucasian males. In recent years, the
company has tried to expand its appeal
to women, minorities, and younger generations, but thus far it has enjoyed
limited success.
Perhaps Harley waited too long to
engage other demographics, riding the
Boomer wave and never really thinking
about the future. Perhaps the passing
of the Harley era is a reminder that
not everything that was relevant to one

SARAH SLADEK is the chief executive officer of XYZ University, a
generation-focused management consulting company. She is the author
of four books on generational issues, including Knowing Y: Engage the
Next Generation Now (Association Management Press). She can be
reached at ssladek@xyzuniversity.com.
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generation will be relevant to the next.
Perhaps it’s a little of both.
Associations must be careful not to
follow suit. Paying close attention to
the changing needs and values of the
marketplace is critical for membership
associations. This is especially apparent
with the arrival of Generation Y in the
workplace.
Unlike their Baby Boomer parents
and grandparents, Gen Y isn’t wealthy
(not yet, anyway), but they are the largest generation in history and will likely
comprise the majority of the workforce
by 2015. As the first generation to be
raised with access to computer technology, Gen Y has become known as
the instant-gratification, review-driven,
social-networked generation that hates
to be sold anything.
What does the arrival of such a large
and technologically immersed generation mean for the future of associations?
It means the membership value proposition has to change.

Recessionistas and Migrators
Generation Y is turning out to be very
different from the other generations
out there today. Part of this difference
stems from their experience coming of
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age during a recession.
Having incurred more credit card and
college debt than any previous generation, facing the highest prolonged jobless rates since the Great Depression,
and becoming known as the “boomerang generation” for their tendency to
move back in with their parents, Y’s
have had to scale back their expectations of reaching major milestones
and construct a reality quite unlike
the one their parents experienced.
This reality has led Y’s to be dubbed
“Recessionistas”—informed shoppers
who stick to tight budgets while still
managing to stay trendy and cultured.
Associations need to understand the
financial constraints facing Gen Y. While
Y’s occasionally splurge, the fact is that
the largest generation in history might
never spend as lavishly as their parents
did. Some associations will find that
their membership dues are hindering
Y’s from joining.
Associations can also expect the
migratory habits of Gen Y to influence
their decision about whether association
membership is a good fit for them. After
World War II ended, large numbers of
people moved from cities to the suburbs, a trend fueled by new roads, low
congestion, and modest energy costs.
It was a new beginning for the Baby
Boomers, and the American Dream
became synonymous with owning a big
house with a sprawling lawn and a white
picket fence.
Now, Generation Y is reversing that
trend and moving back into cities,
leading what has been called the Great
Migration of the 21st century. In fact,
Y’s are literally turning their backs on
the interests and behaviors of their predecessors and the influences of their
childhood. This migration symbolizes
the changing value propositions that will
motivate and appeal to Generation Y.
From safety to adventure. The suburban cul-de-sac offered a safe place
to play, with lower crime rates than cities. But the need to fill a 24-hour news
cycle in the emerging world of cable
television and online communications
brought every local “stranger danger”
news story to a national audience, giv-

ing rise to overprotective “helicopter
parents” (Boomers) who watched over
every minute of their children’s (Gen
Y) lives.
Now, as young adults, the members
of this over-protected generation are
migrating from safe environments to
those that promise more adventure.
They are seeking frequent opportunities
to travel and engage in dangerous and
exciting sports activities, like skydiving
and rock climbing.
The equivalent of this trend in the
association world is innovation and a
willingness to take risks and break
rules. Too much resistance to innovation, technology, or change will put your
association in the safe zone, the very
place Y’s are trying to escape.
From isolated to connected. As
children, Generation Y rarely had the
freedom to roam beyond the cul-desac. This limited their social lives to
interactions with friends on the same
street and occasional visits with friends
outside their neighborhoods.
As young adults, Y’s want to be
more connected and less isolated. They
manifest this desire by fully embracing
social media and living in places where
they can be around others.
Associations can fulfill this desire
to connect. By offering opportunities
to Generation Y to further their online
and in-person connectivity efforts, associations can develop relationships with
them and introduce them to mentors,

expose them to career opportunities,
teach them new skills, and provide
them access to industry information.
From inconvenient to convenient.
To Generation Y, a car is no longer a
convenience if buying a quart of milk
requires a 20-minute trip. This generation has grown up with technology
at their fingertips, able to communicate
with friends and followers around the
world in just seconds. As such, Y’s
are programmed to expect and receive
things instantly.
Convenience really matters to Y’s,
and it should be a priority consideration
for associations when interacting with
this generation. This means making it
easy for Y’s to find information about
the association, its member benefits,
and its events. The more information
you provide and the easier you make
the whole engagement process, the
more likely you are to connect with
Generation Y and develop meaningful
relationships.
Expect this generation to research
your association online. If your association’s home page holds their interest,
they will likely seek out information on
engagement opportunities, high-profile
members, and member benefits as well
as videos about the association and
media mentions.
The chart below illustrates the core
interests of Generation Y as influenced
by the Recessionista and Migrator
trends. The chart shows the questions

RECESSIONISTAS

MIGRATORS

Quality
Are there ample opportunities
to further my career?

Adventure
Does this association appear to be
innovative, progressive, and open to
change?

Popularity
Is the association reputable, well
known, and a leader in its industry?

Connectivity
Does this association have an active
social media presence and ways for
me to easily and quickly meet other
members?

Price
Does the membership offer a
significant return on investment?

Convenience
Is the Website experience effortless,
informative, and intuitive?
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Y’s are likely to want answered when
searching your association’s Website.
But the Recessionista and Migrator
mindsets are just the tip of the iceberg.
Generation Y’s value system is also
influenced by the concepts of access
and sharing.

Access and Sharing
After defining ourselves for generations by our possessions—cars, houses,
books, china patterns, stocks, boats,
land, and jewelry—a dramatic shift
is under way. Still recovering from a
collapsed economy and increasingly
sensitive to environmental concerns, a
growing number of young people are
deciding that ownership is not nearly so
important as access.
Instead of working ever harder to own
more, Generation Y seems to be changing the concept of ownership. They are
open to the idea of sharing more and
owning less, and technology is obliging
them by enabling a new kind of connectedness and sharing. For example,
Y’s are the primary users of Zipcar, the
world’s largest car sharing program,
which provides car reservations that are
billable by the hour or day.
Although Y’s are willing to accumulate
technological devices, they do so less for
reasons of ownership than for access.
Technology gives them access—quick
and easy access—to information, relationships, shopping, entertainment, and
nearly all the essentials and tasks affiliated with everyday life.
What does this behavior pattern mean
for associations? It means the days of
buying association memberships and
holding onto them for several years,
even decades, is over.
Think about it: when you join an association or renew your membership, you
are basically signing a contract with that
association for the next year. You pay in
advance, pledge your loyalty and participation, and in exchange you receive
a membership. That’s an ownership
behavior.
Joining an association because you
think it’s the right thing to do is an ownership behavior. Renewing a membership even though you only attend one
18

or two events each year is an ownership
behavior.
If society is moving away from ownership toward access, associations must
shift their expectations and thinking
accordingly. They must deliver continued, quick, and easy access to new
information, valuable services and
products, meaningful relationships, and
experiences that deliver a real return on
investment.
Associations tend to think of the
membership experience as something
that an individual pursues and that’s
propelled by individual behaviors: paying dues, volunteering time and services, attending events, and so forth. But
the “sharing economy” isn’t propelled
by the concept of an individual buying
into and serving an association. The
sharing economy thrives on the mutual
sharing of products and services to
make each other’s lives easier, happier,
and better.
Not only that, but by entering into a
sharing agreement, there’s a positive
shared outcome, such as limiting the
environmental impact, reducing overhead and costs, building communities,
utilizing previously underused resources, or generating a positive economic
climate. In essence, sharing opens the
door to giving.
How can your association foster a
sharing environment? Several actions
are worth considering: renting office
space and meeting rooms to members, creating an online sharing board
to allow members to share products,
services, and office space with one
another, or creating a platform where
members can post openings and hire
help on a project-by-project basis.

Membership Value Proposition
Ultimately, if your association wants to
connect with Generation Y, your value
statement must resonate with their values—quality, popularity, price, adventure, connectedness, convenience,
access, and sharing. I would suggest
having purposeful conversations with
Gen Y members, staff, and prospective
members to identify your association’s
most valuable offerings from their per-
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spective.
When you talk about your association
and what it does, it shouldn’t sound like
a textbook or instruction manual or a
bill on Capitol Hill (yawn!) Make sure
it’s meaningful, unique, and motivates
people to take action. Grab your audience and get them to sit up and say
Wow! and they will gladly join you.
Start by asking yourself this question: Does your association represent
independent gas companies (yawn),
or is it helping bring gas to the United
States more quickly and inexpensively
(wow!)? Does your association connect
businesses (yawn), or does it bring in
an average of $25,000 in new business
to members each year (wow!)?
See the difference?
An aging membership, decreasing
engagement among young people, and
changing values are trends that have
been challenging associations over the
past several years, and they certainly
will not diminish at any point in the near
future. Some association leaders make
the mistake of thinking that the simple
act of launching a Facebook page will
make their organizations relevant to
Generation Y.
It’s time to realize and accept that
social media and apps aren’t being
driven by the changes we’re observing;
instead, they’re being driven by a shift in
underlying values. Changing your association’s value system to cater to one
generation may seem like an impossible
feat or absurd business practice, but
“trickle-up” economics—and Harleys—
prove otherwise. Engage Generation Y
now, before it’s too late! SLA
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FELLOWS AND RISING STARS

Transitioning from
Student to Professional
Skills, brands, and association membership and participation
are the keys to making the jump from school to the working
world and succeeding professionally.
BY DAVID CAPPOLI, MLS, AND RACHEL BATES WILFAHRT, MLIS

At the SLA 2013 Annual Conference in
San Diego, newly named SLA Fellows
and Rising Stars teamed up to deliver
presentations on selected industry topics and trends. David Cappoli, a 2013
Fellow, and Rachel Bates Wilfahrt, a
2013 Rising Star, discussed the skills
that young information professionals
must acquire to gain a foothold in the
workplace.
The two of us met at the SLA 2010
Conference in New Orleans and learned
that we both are interested in the transition from student to professional. While
the information professionals reading
this may not need guidance on making
this transition, they may still want to
share these pieces of advice with students they know and/or mentor.
Skills and qualities. Of the many
skills and qualities you should develop,
the key ones pertain to communication, technology, and flexibility. You
should learn to communicate effectively
with managers, peers, and those you
supervise, as well as those beyond your
immediate circle. Honing your communication skills will enable you to bring
forth your ideas and thoughts in a manner that is easily understood.

While not all of us have a predisposition for learning complex technological
skills, developing a high level of comfort
with using and adopting new types of
technology shows that you are willing
to try out new programs and tools and
provide a candid assessment of such
resources. It also shows that you possess a flexible nature and a willingness
to follow ideas and paths that you have
not taken in the past, marking you
as the type of person who can lead
through challenging times.
Perspective. Think of yourself as selfemployed. This will help you see yourself in terms of a skill set as opposed to
a position—for example, as someone
who combines deep research capabilities with expert information organization
and data analytics skills, as opposed to
someone who is an associate director of
prospect development.
Seek out opportunities to learn new
skills, especially those that are transferable to other positions. A valuable
resource to help you identify your
skill set is Kim Dority’s Rethinking
Information Work. It proved invaluable
in helping Rachel determine her professional brand and career interests.

The job hunt. When looking for a new
position, you must be proactive, as no
one is waiting to provide you with a job.
As you review openings that appeal
to you, think about how your existing
skills match those required of the positions, and consider the skill areas that
you might want to enhance. Construct
your portfolio along project-based lines,
because it will give you much more flexibility when looking for positions. Think
about your past paid work, internships,
coursework, and other experiences and
determine what you learned, the skills
you acquired, and how the overall experience benefitted you.
While you’re still a student, explore
opportunities for internships and field
work. Even if such opportunities are
unpaid, they may offer valuable experience and connect you with future
employers. This is important at any
stage in your career. If your position
suddenly disappears, you can weave
a narrative of your past work to find
something that may be different from
your previous job.
Revenue and brand-building. Think
of your work in terms of generating
revenue and building a brand. For
example, Rachel has her own business
as well as a full-time job, is active in
SLA, and accepts speaking and writing
engagements. Brand-building activities
like volunteering will help position you
for potential job transitions. Additionally,
some employment contexts won’t allow
you to develop skills you want to acquire,
so you will need to look for outside

DAVID CAPPOLI is the Web services librarian at the UCLA School of Law and previously worked
in the university’s Department of Information Studies. He has advised UCLA’s SLA student group
and has held numerous roles within SLA, including president of the Southern California Chapter
and program planner for the Academic Division. RACHEL BATES WILFAHRT has six years of
experience in higher education advancement, with three in professional research and information
management roles. She is the past president of SLA’s Rocky Mountain Chapter. David and Rachel
can be reached at dcappoli@ucla.edu and rachel.bates@du.edu, respectively.
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Ask Members What They Do,
Not What They Need
Continued from page 11
opportunities to develop them.
Association membership. Joining a
professional organization as a student
is an incredible investment. In addition
to receiving a significantly discounted
membership, you have the opportunity to join discussion lists relevant to
your interests, take part in continuing
education programs, apply for scholarships and stipends that often have
small applicant pools, connect with
a formal or informal mentor and/or
support groups, and network with others in your profession. By participating
in a mentoring arrangement, you will
not only learn but teach—mentoring is
mutually effective. We always learn from
one another, regardless of our years of
experience.
Association participation. For building a brand, volunteering offers a no-fail
environment and helps you—
• Develop your leadership potential;
• Connect with others who have similar interests;
• Collaborate with those from other
industries and markets who may not
be fully aware of an information professional’s skill set; and
• Build your soft skills, including public speaking and leadership.
Investing in yourself. You need to
invest in yourself as much as possible, and one of the best ways to do
this is by attending the SLA Annual
Conference. You can candidly chat with
other information professionals, attend
open houses, talk with information vendors, and participate in presentations
that will teach you about new tools and
resources and help you succeed as
an information professional. And you’ll
meet interesting people—in fact, the
two of us first met while leaving New
Orleans (site of the SLA 2010 Annual
Conference) on an airport shuttle.
Owning your versatility. Brand yourself
as succinctly yet as broadly as you can,

as early as you can, and use LinkedIn
as your primary networking career tool.
Rachel’s full-time professional work has
been in higher education advancement,
but she doesn’t brand herself based
solely on her experience in that field.
Many of the information skills that she
uses in her job, including research,
information management and analytics,
are highly transferable.
As you map out you career path,
frame your current industry as a context
in which you’ve learned and developed
certain skills, not as the only field in
which you can deploy them. Volunteer
roles are also areas in which you can
gain additional skills or industry experience, so highlight those as well! SLA

world different in a better way? That’s
what members want to know, and making decisions on that basis is what
enables leaders to uncover how value
can best be achieved.
After leaders gather all of this information and create programs, how do
they know whether they have truly
aligned with their members’ needs? If
they are making an offer and it is taken,
then the association has hit the sweet
spot. If the offer is not being taken, it
is usually the result of one or more of
three conditions:
It may be that the benefits don’t
match the members’ highest-priority
needs. If that is the case, did the leaders have complete information and analyze the information correctly? Did they
develop a program or service that truly
meets a high-priority need?
The communications about the program or service may not have enabled
potential users to understand the value
in terms that matter to them. It is
essential that communications highlight
the benefit to the individual member,
not the features of the program or service. The member must clearly understand the benefit of participation.
The benefits and communications
may be correct, but there are barriers to access due to a problem with
the program delivery method. A clear
analysis of the barriers is critical before
making any changes to the program or
the communications.
Member satisfaction is all about
value. Delivering value is all about clearly understanding the world in which
members live and work, and using
that information to develop strategies
that respond to current high-priority
needs while moving toward a successful future. SLA
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Tweets and Copyright Law
Protection
Who owns a tweet? Do you need permission to retweet a
tweet? As with so many areas in copyright, these questions
are not easily answered.
BY LESLEY ELLEN HARRIS

As you probably know, Twitter is a free
social networking site that allows users
to post 140-character messages known
as tweets. Each Twitter user’s tweets
are automatically shared with other
users who have signed up to receive
tweets from that user; the tweets can
also be viewed by visiting the user’s
site (unless the tweeter is using privacy
controls available through Twitter.)
Since its launch in 2006, Twitter
has become an enormously popular
avenue for sharing information, including political and marketing content. The
volume of messages sent on Twitter is
staggering. According to Internet Live
Stats, somewhere around 500 million
tweets are sent each day. In fact, as I
write this column at just past noon on a
weekday, more than 360 million tweets
have already been sent today!

Is a Tweet Protected
by Copyright?
My interest in Twitter has nothing to do
with numbers; my interest lies in copyright and, specifically, whether tweets
are protected by copyright law. A short
poem, a sketched image and a document saved on my hard drive are all
eligible for copyright protection in the
United States, but are my tweets pro-

tected as well?
As it turns out, there is not a straightforward answer to this question (no
surprise when it comes to copyright
matters!).
The U.S. Copyright Act protects literary works. Literary works are defined as
“works, other than audiovisual works,
expressed in words, numbers, or other
verbal or numerical symbols or indicia,
regardless of the nature of the material objects, such as books, periodicals, manuscripts, phonorecords, film,
tapes, disks, or cards, in which they are
embodied.”
The law does not protect names of
products, services or businesses, titles
of works, catchphrases, mottos or slogans, or short phrases. In also does not
protect ideas or concepts—in fact, the
Copyright Act specifically states, “In no
case does copyright protection for an
original work of authorship extend to
any idea, procedure, process, system,
method of operation, concept, principle, or discovery, regardless of the
form in which it is described, explained,
illustrated, or embodied in such work.”
So, where does that leave a tweet?
And does it matter if the tweet is 30
characters or 120 characters in length?

LESLEY ELLEN HARRIS has spent her entire career in copyright law,
as a lawyer-consultant, author, and educator. She developed the SLA
Certificate in Copyright Management Program in 2007 and teaches the
nine courses in the program. She has written four books and regularly
blogs at www.copyrightlaws.com in plain English. She tweets at
@Copyrightlaws.
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Can 11 Words Be
Protected by Copyright?
The European Community recently
considered a case involving Infopaq
International, a company that was summarizing information it gleaned from
Danish daily news sources. Infopaq was
then e-mailing the 11-word summaries
to its customers. Danske Dagblades
Forening, representing the Danish news
publishers, claimed that consent was
required for Infopaq to use those summaries.
In evaluating the claim, the European
Union Court of Justice (Fourth
Chamber) acknowledged that words
themselves do not merit protection. The
court found, however, that those 11
words comprised an original work that
merited protection. The court held that
“… the reproduction of an extract of a
protected work which … comprises 11
consecutive words thereof … such as
to constitute reproduction in part within
the meaning of Article 2 of Directive
2001/29, if that extract contains an
element of the work which, as such,
expresses the author’s own intellectual
creation …” is protected.
At least in this case, 11 words were
deemed sufficient to convey originality
to meet the standard for copyright protection. While this case was not specifically about tweets and not within U.S.
legal jurisdiction, the question of length
is germane to tweets because of their
inherent character limitation.

Is Permission Needed
to Retweet a Tweet?
Because of the nature of Twitter, users
give implied consent when they tweet,
essentially giving others who receive
the tweet the right to retweet without
additional consent. However, if copyright protection exists in a tweet, then
explicit permission would be required
before that tweet could be used in any
other manner, such as in a book or an
article.
It is important to note that under
Twitter’s terms of service (https://twitter.com/tos), a user retains rights to any
content he or she tweets. The terms of
service also state, in part, the following:

INFO RIGHTS

By submitting, posting or displaying Content on or through
[Twitter], you grant us a worldwide, non-exclusive, royalty-free
license (with the right to sublicense) to use, copy, reproduce,
process, adapt, modify, publish,
transmit, display and distribute
such Content in any and all media
or distribution methods (now
known or later developed).
This license is you authorizing us
to make your Tweets available to
the rest of the world and to let others do the same. Such additional
uses by Twitter, or other companies, organizations or individuals
who partner with Twitter, may be
made with no compensation paid
to you with respect to the Content
that you submit, post, transmit or
otherwise make available through
the Services.
Twitter also includes a copyright policy in its terms of service that pledges
to respond when notified of possible
copyright infringement and makes clear
that Twitter reserves the right to remove
potentially infringing material without
notice.

Lessons Learned
All of this brings us back to the original
question: Are tweets protected by copyright? Also, who “owns” a tweet? Can
you re-post someone else’s tweet or
re-use it for your own purposes?
As with many issues involving copyright, the answer to these questions
is, “It depends.” What we can say is
that, while certain tweets may arguably
be protected by copyright, we do not
need permission to retweet a tweet.
The terms of service for Twitter specify
that, when you post a tweet on the site,
you are authorizing Twitter and others
to make your tweet available to the rest
of the world at will. But if you want to
reproduce a tweet in a printed or electronic book, it’s best to get permission
to do so. SLA

Info News
Continued from page 7
accepting of exchanging privacy for
services and customization, unless
advocacy and education efforts are
increased now.” Gina Neff, associate professor of communication at the
University of Washington
“Like so much in online culture…
privacy has no end game; the ‘right balance’ today will not be seen as workable
tomorrow.” David Ellis, course director
for the Department of Communication
Studies at York University in Toronto
“My optimistic viewpoint is that, with
just a bit more time, those who will
attempt to balance the interests of personal privacy and business interests will
do so from a more informed perspective, legally, culturally, and with a better
perspective on disruption.” Rebecca
Lieb, author and industry analyst for the
Altimeter Group
“I do not believe that there is a ‘right
balance’ between privacy, security, and
compelling content. This will need to be
a constantly negotiated balance—one
that will swing too far in one direction
or another with each iteration … Public
norms will continue to trend toward the
desire for more privacy, while people’s
actions will tend toward giving up more
and more control over their data.” Joe
Kochan, chief operating officer for US
Ignite
“We have seen the emergence of
publicy as the default modality, with
privacy declining. In order to ‘exist’
online, you have to publish things to
be shared, and that has to be done in
open, public spaces. If not, people have
a lesser chance to enrich friendships,
find or grow communities, learn new
things, and act as economic agents
online.” Stowe Boyd, lead researcher
for GigaOm Research
For more information about the study,
visit www.pewinternet.org.

to a survey of nearly 300 executives by
Deloitte Consulting.
Shared services centers are created
to consolidate operations that are used
in more than one part of a business or
organization. The Deloitte survey found
that many executives are looking to
expand the scope of SSCs and make
them multifunctional centers that drive
added value.
“The days of single-function optimization are over, and companies with
established shared services models
are now re-evaluating their impact and
looking for additional opportunities to
add value,” says Susan Hogan, a principal at Deloitte Consulting. “What we’re
seeing now is a desire to enable business strategies through shared services,
aligning activities with broader organizational goals.”
The Deloitte survey found that organizations using shared services are moving
half or more of their full-time employees
to an alternate service delivery model.
“Even traditional corporate functions,
such as Tax, Real Estate/Facilities, and
Legal are moving towards a transactional SSC or outsourced model,” the
survey report states.
The trend toward multi-function SSCs
is most pronounced in organizations
that are new to this process. Survey
respondents with newer centers had
a higher percentage of functions combined in shared services and managed
as a single organization.
Perhaps the most important finding is
that executives increasingly are viewing
shared services as a valuable collaborator with the business, not just a lowercost alternative. In fact, moving into
analytics was noted as the top future
goal by over half of the respondents (55
percent).
For more information about the survey, visit http://www2.deloitte.com/us/
en.html. SLA

Companies More Bullish
on Shared Services
Organizations are growing more interested in exploring new opportunities
for shared services centers, according
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Finding the Law
in All of Its Forms
A new book for attorneys deserves a place on the shelves of
all special libraries, especially those whose patrons cannot
afford premium legal research services.
BOOK REVIEW BY ELIZABETH A. GREENFIELD, JD, MLIS

No matter where or who you are, at
some point, you’ll need to perform
some sort of research into legal and
law-related resources.
You may be a homeowner seeking to
resolve a dispute, a college student writing a paper on First Amendment rights,
an academic scholar researching a fine
point of American legal history, a financial services firm researcher looking for
government regulations, or a private law
firm library manager striving to contain
ever-growing research resource costs.
At some point, you’re going to ask yourself how you can find the free (or almost
free) legal research sources you need.
Run a keyword search on WorldCat
for recently-published books on legal
research on the Internet, and toward
the top of the list you’ll see Internet
Legal Research on a Budget, written by Carole A. Levitt and Judy K.
Davis and published by the American
Bar Association’s Law Practice Division.
Levitt and her business partner, Mark
A. Rosch, are well-known for their live,
online programs on Internet-based legal
research and for their books for lawyers
about using the Internet for fact-finding
and cybersleuthing. (Some years ago, I
reviewed the second and third editions
of their Lawyer’s Guide to Fact-Finding
on the Internet [ABA 2003 and 2006]

for another publication, so I am familiar with their work.) Their company,
Internet for Lawyers, Inc., also maintains a helpful Website at www.netforlawyers.com/.
Even though Internet Legal Research
is published by the ABA and bills itself
as a source of free and inexpensive
resources for attorneys, it could also be
useful for those who lack a legal education or training. At just 320 pages, it’s
very manageable in size and not at all
daunting to read. The book includes
both a fairly detailed table of contents
and an excellent index, and does not
mire the reader in dense legal jargon.
Written by two law librarians who happen to be lawyers as well, Internet Legal
Research is not a book about performing investigative or fact-based research,
such as medical, scientific, patent, or
company research (although it could sit
very comfortably next to such a book).
Instead, Internet Legal Research on a
Budget is about finding the law in all of
its forms, including statutes, case decisions, regulations, and ordinances, in
all of the places where the law resides
(and sometimes seems to hide). The
authors draw on their vast expertise
and experience in legal research, but
always with an eye on the budget.
Lawyers have to be careful about incur-

ring research-related costs, as clients
today are proving less and less willing
to pay for them. And laypeople simply
don’t have access to premium legal
research services such as LexisNexis,
Westlaw and Bloomberg Law.
The book’s chapters are organized
by types of resources, such as statutes,
dockets, executive and administrative
materials, and case law databases.
Chapters and their subsections begin
with helpful, if brief, explanations of
why the reader might use the materials under discussion, and it is this
feature that makes the book suitable
for the non-lawyer as well as the lawyer. Non-lawyers will find the first few
chapters—on general legal research,
legal Websites (organized by practice
area), and portals/directories—especially helpful for diving into the murky
waters of legal research, as there are
now so many Websites on legal matters that it can be confusing to know
where to turn. How do you know if a
site is trustworthy, or just one attorney’s
platform for expressing opinions? How
do you know if the information on a site
is current and accurate? The authors
excel at addressing these questions by
presenting authentic, reputable starting
points for research.
Two chapters clearly intended for
lawyers who are bar association members cover Casemaker and Fastcase,
legal research systems that are usually
free in their most basic form (with instate coverage only) but also available
at a greatly reduced rate for expanded coverage. While Casemaker and
Fastcase don’t offer the huge aggregations of databases available to users of

BETH GREENFIELD has served as an information resources manager, legal research and reference librarian, risk
management researcher, and docket manager at global law firms, a financial services firm, a regional law firm, and
a small, start-up firm. She is the founder and manager of Legal Information and Knowledge Management, a LinkedIn
interest group. She can be reached at bethgreenfield@usa.net.
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LexisNexis and Westlaw, they are far
less expensive and meet most attorneys’
needs. The authors discuss Casemaker
and Fastcase not because they endorse
them, but because these systems fall
into the category of free and low-cost
resources, and the book’s stated goal
is to provide the “hidden” manuals for
these systems.
Throughout the book, URLs and
screenshots are provided to guide the
reader to resources and illustrate their
use. One weakness, though, is that
some of these URLs are long and
easy to mistype. Earlier books by the
authors have included CDs to alleviate
the typing of URLs, but given that new
computers rarely include CD-drives, it
doesn’t make sense to include a disc. A
companion Website with clickable URLs
would be a valuable addition. (When I
inquired about this, Mark Rosch told
me that he and Carole Levitt will be
posting related material on their blog at
www.netforlawyers.com/blog.)
This book belongs on the desk
of every lawyer who conducts legal
research and on the shelves of every
law firm library. It would also be a valuable addition to the collections of public
libraries, where it could benefit people
facing legal matters, and academic
libraries, whose patrons might have to
use legal resources in the course of
their research. SLA
Internet Legal Research on a Budget
Carole A. Levitt and Judy K. Davis
Chicago: American Bar Association,
2014
321 p.
US $89.95.
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On the Horizon: What
I’m Watching in 2015
Stephen Abram lists the trends he’s watching and explains
how he discerns the ones that matter from those that don’t.
BY STEPHEN ABRAM, MLS

In the October 2002 issue of Information
Outlook, a new column, “Information
Trends,” made its debut. In the first
installment of that column, author
Stephen Abram noted that his intent
was to feature some of the emerging
“whiz-bang innovations” in the information field and speculate on whether they
might make a difference in the lives of
his fellow information professionals.
Two years later, in October 2004,
Stephen’s column was renamed
“Information Tech,” but its focus
remained the same. In January 2007,
“Information Tech” became “Info
Tech,” a shorter title but still with every
bit as much interesting and informative
content as before.
This issue of Information Outlook
marks Stephen’s swan song—his final
column. In keeping with his previous
columns and with Stephen’s approach
to his work, it looks forward to the
challenges that lie ahead and the positive difference information professionals
can make.
Librarians are more relevant than
ever. We have no good reason to be on
the defense and every reason to take

the offensive. The conversation in our
field is fraught with too much navel
gazing and not enough looking at the
evidence that some things are going
well. We share too many stories about
the bad stuff and too rarely share the
successes. We are an adaptive profession. Change is our tradition!
So, as we continue to be challenged
by an ever-increasing range of major
technological and economic changes,
we must also continue to improve how
we represent ourselves. Let’s focus on
value, impact, and positioning (VIP). I
believe this is the best way to sustain
our relevance and thrive.
Our issue isn’t survival—it’s having
the best and most effective impact on
the health of our organizations and clients and the decisions they make. We
improve the quality of questions. We
improve the quality of decisions. We
add speed to the process and align all
resources with our enterprise’s needs.
To accomplish a sea change in the
representation of our profession, we
must do the following:
• Emphasize the librarian and not the
physical library and its resources;

• Build long-lasting and personal relationships with our clients;
• Position ourselves as “real” professionals and offer professional services (including “advice”); and
• Tell our stories. It’s the stories that
happen between librarians and clients that matter, not the ones you
have on the shelves or in the library
facility.
So, for 2015, resolve to tell those
stories. Better yet, collect those stories
in your clients’ voices. Encourage the
heart.
If we care about the future of our
brand of specialized librarianship, we
will not worry about change, but heartily embrace it as the normal world for
now and forever. Continuous change
just provides evidence that you’re not
fossilizing.
So, in this, my final column for
Information Outlook, I thought I’d do
two things—share what I use to filter
the fads from the trends and identify
the hot technologies I plan to continue
to track in 2015.

Filtering Fads from Trends
Distinguishing between a fad and a
critical trend is difficult, but I’ve learned
a few things over the years. I ask myself
these questions:
1. Will this improve the experience of
the real client? Does it just make my
life better or easier, or does it have
a wider application to the needs
of decision makers? For example,
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president of SLA, the Ontario Library Association and the Canadian Library Association. He is an international speaker and
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hear from you at stephen.abram@gmail.com.
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I love it when I can watch clients
use stuff—it allows me to focus on
understanding their experience as a
human, not just my experience (and
assumptions) of using a fun, bright,
shiny thing.
2. If it seems like a bright, shiny fad,
is there something material about it
that has longer-term potential? For
example, I never loved QR codes,
but the ability to place content
locally and in context appealed to
me, and now I think NFC (near field
communication) and Beacons seamlessly integrated with smartphones
are the cat’s meow.
3. Does this trendy technology support
only information delivery, or can context be provided, too? Can you add
point of view and bias to context and
content? For example, social media
triumphed over e-mail because they
supported collaborative and social
opinion sharing, not just plain information sharing and delivery.
4. Does this technology work for average human beings, or just a narrow
range of geeks, nerds, librarians,
etc.? It’s fine if a technology is aimed
at a small audience, but it won’t
make it in the real world of complex
personalities and behavior.
5. Does this tool or service support
evolutionary change versus a revolution? Will we have to drop everything
from the past, or can we adapt more
slowly? An occasional revolution may
be fine, but not every day, and not
all the time for everything.
6. Does this innovation meet the criteria of the Four Horsemen: scalability, replicability, sustainability,
and trainability? If it just affects me,
then who cares? If it affects 5,000 of
my co-workers, it becomes a major
headache very fast.
7. Do I have people in my testing
group who are early adopters or
innovators? Someone who hates
technology or change can’t give
me the advice I need at this stage.
Someone who understands the

Adoption Curve and can deal with
ambiguity and not-ready-for-primetime innovations is a great gift.
(Speaking of gifts, it’s always fun to
look back at articles—some written
by folks in our field—that described
telephones, the Internet, Web search
engines, and social networks as
fads.)

Shift Happens: Trends
to Track in 2015
Some of the trends for 2015 are continuations from the past, while some
are just entering our field of vision. The
following is a highly personal list (in no
particular order) of the kinds of stuff I
find interesting to track.
I am seeing a split in e-content
between non-fiction and fiction. To date,
a lot of the conversation about e-books
has focused on popular or fiction-centric reading. Our specialized field rarely
depends on this content genre, so the
different changes that are occurring in
scholarly and non-fiction content are
worthy of separate monitoring.
That said, I am also seeing an ongoing merger of different media formats,
especially in the non-fiction space,
where text, video, podcasts, and so on
are starting to be increasingly integrated
into the discovery results. I believe
there is no reason for our library digital
discovery initiatives to separate primary
search results by format. Too many
digital libraries are organized around
format, as if they were still shelving
issues! Format should basically be a
choice that follows discovery.
I love following the ongoing death (or
at least prolonged life support) of the
landline home phone. Most folks have
switched their primary allegiance to
their pocketed personal phone, which
isn’t really a phone at all but a personal
device that meets a plethora of needs.
I think the trend will start to swing the
other way, just like the integrated Hi-Fi
(TV, radio, and record player) of my
youth went into components before
moving to my tablet/phablet/phone.
I follow trends in transliteracy (e.g.,
credulity and critical thinking) as reading literacy evolves into a more digital

world. I worry that algorithms controlled
by a very few companies (like Google)
run the risk of taking away our freedom
of choice.
I love to follow trends in the publishing sector—the rise of self-publishing,
the decline of print newspapers, the
evolution of textbook-to-learning systems—since we’re so dependent on
this sector for quality content. As more
content creators gain access to distribution networks, our role in sifting
and winnowing becomes increasingly
important. Specifically, I am following
the trend to explode the book format—
the so-called corpus. We have already
exploded the periodical format—only
a few of us subscribe mainly to print
journals, while others have entered a
post-journal world and subscribe to collections of millions of articles.
Is there any sense in most non-fiction
or scholarly works being trapped in their
bindings? Shouldn’t we free the chapters and paragraphs and allow them to
be retrieved as separate records and
integrated with others? It’s starting to
happen.
I follow trends in licensing and new
rules around single-use print and hybrid
use, the ability to re-use and mash up
content, and the associated good (like
OA and OS) and bad (like DRM) technology options.
I was part of the generation that
moved from print indices to online
retrieval. I continue to anticipate the
next post-retrieval phase, as we focus
on the experience and assemble tools
and technologies in the services of
discovery, curation, findability, access,
and creativity. The next steps in linked
data, OpenURL, and federated search
discovery systems are intensely interesting.
I’ll read anything that speaks to enduser attributes, such as member/audience/user personas, demographics,
generational change, and so on. If we
don’t understand the user, who will?
Programmers? Management? Also, new
developments in our understanding of
the brain, human behavior, genomics,
human development, and thinking are
all grist for the mill of library science
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and education.
We’ve seen in our lifetimes a strong
move away from direct communication—one-on-one telephone calls, letters, and memos—and toward a world
dominated by social media conversations. Not only do we need to use this as
a critical source, we need to be present
in that world to communicate the value
of the librarian.

Raw Technology Trends
There are a few key raw technology trends that are emerging as game
changers in our world and beyond. You
know most of them, so I’ll just list them
here as things to watch as they evolve
the platform foundations of technology
upon which we sit.
1. The cloud is a disruptive game
changer if ever there was one, especially for the ILS and LMS space.
2. Responsive design and its evolution
beyond the mobile pain point.
3. Linked data and its potential to
transform discovery engines (follow what’s happening at DPLA and
OCLC).
4. E-learning, MOOCs, and accredited
online certificates, diplomas and
degrees.
5. Beacons go beyond QR codes and
NFC and have the potential of putting the library proactively into every
pocket. Things like LibraryBox are
just a start.
6. Big data and little data (statistics,
metrics, insights, analysis, and
numbers). The tools are becoming more awesome every day, but
computers can only do analytics.
Humans do analysis.

8. Innovations in libraries that advance
progress through greater cooperation and collaboration in consortia,
collaboratives, alliances, and partnerships are things I track. The old
models are failing and need renewal. We will find this renaissance
by working more strongly together
(maybe even through our associations) or by independently leading
the way through personal innovation—like embedded librarianship,
consulting, or other alternatives
using our valuable competencies.

An Industrial Revolution
for Libraries
I love following the folks who are involved
in the StartUp Library mentality, which
encourages engaging in an emerging
new culture for librarianship that focuses on change, innovation, experimentation and finding the future. While some
worry about a continuing malaise in our
field, wherein the stories are all bad and
we’re all doomed, I choose, and resolve
in 2015, to focus on the indications of
positive, transformational change.
So, there you go. After contributing
about 125 columns and articles to
SLA’s Information Outlook, I’m hanging
up my hat. For the past two years I’ve
been eating my own dog food and consulting around the world and loving it. I
find that things are pretty busy and that
I need to stay focused on a more limited
range of activities.
I’ve loved writing this column and
thank SLA for the opportunities it’s provided to me. Also, thank you to Stuart
Hales and the wonderful editors over
the years who have fixed my grammar
and edited for length (I am wordy!). And
thank you, too, for being a reader. SLA

7. Anything that has to do with the
maker movement: makers, hackers,
writers, and hobbyists. This has the
emerging potential to transform and
disrupt STEAM (science, technology, engineering, arts, and medicine). Few of us don’t depend on
these domains in our work lives.
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